Introduction
Introduced firstly by renowned global retailers Zara and H&M, fast fashion industry grew rapidly [1] with the profit margin of 16% whereas it was 7% for traditional apparel industry [2, 3] . Thus, it is very important for the retailers to understand the reasons lying beneath the approach of the consumers towards these products.
Constituting an emerging and important market segment of today's fashion industry, fast fashion consumers were analyzed in a limited number of studies. Bhardwaj and Fairhurst [1] described perception of fast fashion from supplier and consumer perspectives and underlined the fact that the profitability can be increased by knowing how and to what extent rapid changing fashion affects consumers' purchase behaviour and satisfaction levels. Wang [4] described and analyzed the similarities and differences between fast fashion consumer behaviour characteristics and general consumer behaviour theories by focusing on the individual differences and group influence. Watson and Yan [5] explored the differences between fast fashion and slow fashion consumers in regards to their consumer decision process stages; i.e. purchase/consumption, post-consumption evaluation, and divestment. Gabrielli, Baghi and Codelupi [6] analyzed the practices of consumption of fast fashion products by defining what fast fashion means for the consumers and how they characterize the experience of consuming it. The authors underlined the fact that fast fashion referred to the trend for individualism and added that the demands of the consumers in terms of freedom of choice and social approval should be handled together in order to understand their decision. But the studies mentioned here did not go into detail within the motivations of the consumers about the fast fashion products, which are related with the unique characteristics of the fast fashion concept.
Fast fashion integrates the consumer preferences into design process rapidly and provides trendy and fashionable products within the short time gap between production and distribution [6] . With reference to the term "Fast" in its name, the key business strategy in fast fashion concept is reducing involved processes in the buying cycle and decreasing the lead times for delivering new fashion products into stores. This situation is highly favored by the consumers that seek innovativeness. Barnes, Lea-Greenwood [7] stated that fast fashion consumers are motivated by frequent changes more quickly compared with the traditional consumers. Apart from this, fast fashion concept promises the customers imitations of high end fashion styles [2] with affordable prices and matching quality and provides a scarce value for the consumers [8] . Thanks to these characteristics, the fast fashion consumers prefer these products for special purpose of feeling of conformity such as being accepted by receiving approval from the group member [9] or the consumers are enticed with these products to feel themselves different from others by creating social or status image in order to express individuality like the other fashionable items. Specifically, fast fashion consumers satisfy their demands of feeling themselves unique by using fast fashion products; because, fast fashion brands are reported to create uniqueness with their capability in providing scarce value due to their production in low quantities [7] . Thus, it can be stated that the adoption of fast fashion products are related with the willingness of the consumers for innovativeness and the motivations of the consumers to show their conformity to the group of people and their individuality via social or status image and uniqueness. media exposure. Fashion innovators particularly are defined as the consumers who are more interested in fashion and shopping and use clothing in order to express individuality [18] . According to Muzinicha et al. [16] , who used DSI scale for understanding the female fashion innovativeness, the spread of new fashion clothing is facilitated by the fashion innovators and that is why the adoption can be increased and the sales and profits can be improved by understanding the innovators [16] .
Moreover, there are some studies within the literature dealing with the investigation of the consumers' willingness for innovativeness and exploring its relationship with the motivations for product selection. Fromkin [19] suggested that there was a link between innovativeness and uniqueness, since individuals with high needs for uniqueness were more eager for the new products than the individuals with low needs for uniqueness [20] . Workman and Kidd [18] attempted to identify the differences between consumers groups, which were classified according to different level of willingness for innovativeness, in their need for uniqueness. Jordaan and Simpson [20] investigated the relationship between fashion opinion leadership, product involvement, need for uniqueness and consumers' fashion innovativeness. None of these studies concentrated specifically on fast fashion products however.
Motivations Related with Product Selection
Used as a tool for self expression and displaying self image [21] the driving motivational factors in the selection of clothing and fashionable items drew attention of many authors in the literature. Cholachatpinyo et al. [22] stated that the general two forces are socializating and differentiating forces in the process of fashion transformation and the impulse that drives the consumer to adopt fashion is the balance between these two forces. Specifying these forces in terms of human characteristics, Piamhongsant and Mandhachitara [23] stated that the selection of clothing could be made to easily reflect the conformity and individuality.
Piamhongsant and Mandhachitara [23] identified conformity as a circumstance in which the social influence is accepted by an individual because of the willingness to be included in a reference group. The usage of same products with the individuals within the close surroundings such as friends, peer and family can enable the individuals to have a sense of belonging and common symbols and to have an identity in the end [24] . Moreover, the individuals driven by the conformity motivation are influenced by what others might think about their selection and use of products since attention to social comparison information is an important antecedent for the sense of conformity [23] . Conformity was reported to be internally driven and affected by norms of society [23] .
Resulting from normative influence, Lynn and Harris [25] stated that conformity enhances the similarity between people.
Nonetheless, based on the desire of the people to be a member of a group, the people are classified as idiocentric or allocentric and the individual may have allocentric or idiocentric behaviors depending on the situation [26] . According to Lee [26] , the individual showing allocentric behavior considers in The purpose of this study is to investigate the fast fashion concept in order to understand the motivations of the consumers that make them adopt these products because of their willingness for the innovativeness. Specifically, it is attempted to explain the influence of the motivations of consumers which are "Social or status image" and "Uniqueness" as expressions of individuality, and "Conformity" on the consumers' willingness for "Innovativeness" in the adoption of fast fashion products. For this aim, a model that investigates the relationship between the motivational factors influencing the consumers and the innovativeness is developed and validated. The results are interpreted and compared with the previous findings of similar studies.
Background Literature

Fashion Innovativeness
The adoption of new products and services by the consumers is stated to be related with consumer innovativeness [10] . Rogers [11] defines innovativeness as "the degree to which an individual is relatively earlier in adopting an innovation than other members of his system". Midgley and Dowling [12] defines innovativeness as "the degree to which an individual is receptive to new ideas and makes innovation decisions independently of the communicated experience of others". Hirshman [13] defines this concept as "inherent novelty seeking" and argues that "the desire to seek out the new and different is conceptually indistinguishable from the willingness to adopt new products". Goldsmith loomed large the global characteristics of innovativeness by defining the innovativeness as the "willingness to try new things".
Innovativeness was tried to be measured by the researchers in case that the consumers are assigned to single adopter category such as (innovators, early adopters, early majority, late majority or laggards) or the relationships between innovativeness and other variables are tried to be examined [14] . For the determination of innovativeness, Rogers [11] proposed a time adoption method; Midgley and Dowling [12] proposed the use of cross sectional method which pre-specified the list of new products a particular individual has purchased at the time of the survey. On the other hand, Goldsmith and Hofacker [14] proposed a domain specific innovativeness-DSI, since it was discovered that the consumers who adopt the newest products earlier than the rest may be identified to be laggards for the other type of products. DSI, developed by Goldsmith and Hofacker [14] , included a six item Likert scale was used for measuring consumer innovativeness in specific product field [15] .
The innovativeness concept and specifically the innovators that adopt this concept were given a special importance in terms of acceptance and adoption of the products [15] as they have significant impact on the success or failure of new products and services [16] . Innovators were reported to play a significant role in the diffusion of new products [17] because of their potential to be opinion leaders and being more knowledgeable about new products, more involved in product category and having greater Bertrandias and Goldsmith [34] investigated the influence of attention to social comparison information and consumers' need for uniqueness on opinion leadership and opinion seeking. Tian, Bearden and Hunter [31] developed and validated a scale for the need for uniqueness. Workman and Kidd [18] used the need for uniqueness scale to characterize fashion consumer groups. Nevertheless, these studies did not focus on fast fashion products although the fast fashion products address individualism, customization and independence in style for the customers who want to be identified with their personal style [35] and fast fashion brands' consumers have strong desire for uniqueness [36] .
Conceptual Model and Hypothesis
Based on the literature reviewed, four variables were included within the conceptual model, which were entitled as "Innovativeness", "Conformity" and "Uniqueness" and "Social or status image" as expressions of individuality. "Innovativeness" was defined as the willingness to change via fast fashion products. "Conformity" was defined as a variable related with the willingness of the individual to be a member of a group and therefore related with the acceptance of similarity. "Social or status image" was defined as a variable related with individuality and specifically concentrated on the individuals' concerns with expressing the others, their social or status image via status or conscipious consumption. "Uniqueness" was defined as a variable again related with individuality but this time, it was specifically concentrated on the desire of the individual to be different from others with strong opposition to similarity.
The conceptual model is shown in Figure 1 , and the hypotheses that were proposed to be validated are as below:
H1: The extent to a fast fashion consumer to feel oneself unique will have a significant effect on the willingness for innovativeness.
H2: The extent to a fast fashion consumer to feel oneself create a social or status image within the perspective of himself / herself and others' will have a significant effect on the willingness for innovativeness.
H3: The extent to a fast fashion consumer to feel oneself confirm the group to whom it is belonged to will have a significant effect on the willingness for innovativeness.
Method
Data Collection and Questionnaire
The data were obtained via an internet survey applied on a random sample from the population of fast fashion consumers in Turkey who purchases fast fashion products from fast fashion retailers such as Zara, H&M, Mango etc.
The questionnaire designed for the survey contained two parts. In the first part, the socio-demographic characteristics groups similarity not allowing distinction between in group and personal goals. But the individuals having idiocentric behavior chooses to differentiate themselves from the groups by giving higher priority to their personal goals [26] . It may also mean that while the allocentrics reflect need for conformity, idiocentrics reflect the need for individuality.
The individuality can be expressed by showing social or status image and unique self.
It is confirmed by Dodd et al [27] that clothing products are taken as signals about the personality and status of the individual that uses this product by presenting perfect ways to improve and communicate status. In fact, being classified in both status and conspicuous consumption, selection of clothing or fashion items was stated to be used by the consumers for showing wealth and improving social standing [28] . Because, in modern society, having means being and the achievement, satisfaction and life's meaning are attached with the possessions and acquisitions [29] . Moreover, the individuals often purchase products not for product's utilitarian purpose, but for their symbolic meanings [30] . Actually whereas dresses are perceived as a way of conforming to stereotype [23] , the transference of symbolic meaning of a product to the self is thought to enhance the self image [31] .
Workman and Kidd [18] emphasized the fact that the selection of the apparel goods was a form of uniqueness-seeking behavior. Consumers' need for uniqueness which can be obtained by product or brand acquisition was explained as the tendency of individuals to pursue dissimilarity from others in the marketplace [31] . Moreover, the need for uniqueness was stated to be used by the individuals in order to enhance the individual's self [31] , or reflect the unique self 18]. Within this respect, the need for uniqueness can be regarded as the extension of the need for individuality but it covers more extreme situations. Actually, Fromkin and Lipshitz characterized the people with high uniqueness motivation as the ones that have the willing to manifest their uniqueness in spite of the risk of social disapproval [18] . On the other hand, derived by Snyder and Fromkin [32] , theory of uniqueness states that individuals have a "need for separate identity" or a "need for uniqueness" and a moderate level of similarity relative to other individuals may cause the most acceptable state and most emotional satisfaction [18] .
Thus, the selection of the clothing items are related with the motivations of the consumer to display conformity to the social group being belonged and the individuality via willingness to show social or status image and the need for uniqueness. In fact, there are some studies that investigated these motivations in clothing products. Piamhongsant and Mandhachitara [23] analyzed the underlying motivations of the career women's seeking for conformity by finding out the relationship between independent and interdependent self construal and social comparison information. Goldsmith and Clark [33] studied the analysis of factors affecting fashion opinion leadership and fashion opinion seeking by investigating the relationship of consumer need for uniqueness, attention to social comparison information, status consumption and role relaxed consumption.
The hypotheses were tested and the strength of the relationships was found using structural equation modeling (SEM). The statistical significance of the hypothesis was evaluated by comparing the actual value of critical ratio in AMOS to the preset critical value, which is the value of t at the desired two tailed alpha or p-level [37] . For this study, the critical value was compared with the critical preset value of t which is equal to t=1.95 at p level=0.05.
The model fit was evaluated using the fit indexes. Different values are recommended by different researchers. The fit indexes that were used for comparison for both confirmatory factor analysis and structural equation modeling (SEM) within this research were given in Table 1 .
Results
Respondents' Profiles
A total of 244 responses were analyzed and socio-demographic profile of the respondents was given in Table 2 . 55% of the respondents were female, while 45% of the respondents were male. Ages of the respondents were intensified between 18-23 (58%) and 24-29 (32%). Concerning the working position, 68 % of the respondents was students, 27% of the respondents was employee; whereas, only 2 % of the respondents was housewives and 1% was retired. With regard to education level, 86% of the respondents had undergraduate degree, and 9% of the respondents had graduate degree. The income level of the respondents was analyzed in six groups. It was seen that, 43% of the respondents had the lowest level of income, since they were generally students. Only 11% of the respondents had relatively high income level.
The purchasing habits of the respondents were also analyzed in terms of purchasing frequency and purchase expense ratio. The results revealed that 36% of the respondents' purchases clothes twice a month followed by the 21% of the respondents that purchase clothes once a week, and 20% of the respondents stated that they purchase once in two months. 37% of the respondents spend 11-20% and 30% of the respondents spend 21-30% of their budget for purchasing clothing items. It was observed that only 8% of the respondents spend more than 41% of their budget for purchasing clothing items. and the purchasing habits of the respondents were examined. The second part included the questions for the variables "Innovativeness", "Conformity", "Social or status image" and "Uniqueness", which had 6, 4, 3 and 3 items respectively. 16 items were selected and modified from the studies established by Goldsmith and Clark [33], Eastman, Goldsmith and Flynn [28] , Tian, Bearden and Hunter [31] and Goldsmith and Flynn [10] as seen in Table 3 .
While the questions in the first part related with sociodemographic characteristics had different scales, the questions in the part dedicated to the variables of the conceptual model were designed by using five point-Likert scale which ranged from (1) disagree at all to (5) completely agree.
Data Analysis
The data set was analyzed by using IBM SPSS and IBM AMOS (Analysis of Moment Structure) 21 software. The items within the proposed conceptual model were analyzed using exploratory and confirmatory factor analyses, and the factors were identified. Before identifying the factors in exploratory factor analysis, the univariate normality of the data was examined considering the skewness and kurtosis values. There were no significant evidence for threats to normality because all the data had the skewness values <3 and kurtosis values <10 which were in accord with the proposal of Kline [38] . Moreover, multivariate normality was analyzed by Mardia's test. Within the Mardia's test, the multivariate kurtosis got the value of 28,613, which is much lower than the computed value of 195 based on the formula p(p+2) where p equals the number of observed variables in the model [39] . Therefore, multivariate normality of the data was assumed in this study.
The scale reliability was assessed by calculating Cronbach's alpha. Sampling adequacy was tested by Kaiser-MyerOlkin (KMO) measure and Bartlett's test of sphericity. The multicollinearity was detected via the determinant of the correlation matrix. Factor loadings were checked and the factors were determined using an exploratory factor analysis followed with the confirmatory factor analysis, in which goodness of fit values were evaluated. After the confirmatory factor analysis, composite reliability test and construct validity test which are convergent and discriminant validity tests were applied. Table 1 . Analysis of overall model goodness of fit using common fit indexes.
Model Goodness of fit Indexes
Values used for comparison Reference
Chi-Square /degree of freedom <3 Kline [38] Goodness of fit index(GFI) ≥0,9 Hair et al [40] Adjusted Goodness of fit index (AGFI) ≥0.8 Chau [41] Normalized fit index(NFI) ≥0.9 Hair et al. [40] Comparative fit index (CFI) ≥0.9 Hair et al. [40] Root mean square residual (RMR) ≤0.08 Hair et al. [40] , Brown and Cudeck [42] Root mean square of approximation RMSEA ≤0.08 Hair et al. [40] , Brown and Cudeck [42] 
Exploratory and Confirmatory Factor Analysis Results
Before conducting exploratory factor analysis, the data were screened to ensure their normality, and the analysis showed that there was no significant evidence for threats to normality. The Cronbach's alpha measure of reliability was found to be (0.800), which is well above the conventionally acceptable value of 0.70 [43] . The Kaiser-Meyer-Olkin (KMO) measure of sampling adequacy was found to be sufficiently large to justify factor analysis (0.814) [44] . The result of Bartlett's test of sphericity was found significant. Since the determinant (0.06) was greater than 0.00001, multicollinearity was not detected [45] .
The exploratory factor analysis was applied to 16 items using the principal axis factoring with varimax rotation. Two items from the variable "Innovativeness" having factor loadings below 0.5 were dropped, and the rest 14 items with the factor loadings shown in Table 3 yielded four factors explaining 65.4% of the total variance. The factors obtained were labeled as "Innovativeness" (factor 1), "Conformity" (factor 2), "Social or status image" (factor 3) and "Uniqueness" (factor 4).
Factor loadings were also checked with confirmatory factor analysis to modify and to improve the model and C4 item with low factor loading (<0.5) was eliminated from the variable "Conformity". The goodness of fit values in confirmatory factor analysis were observed to be within the recommended values.
In order to check reliability and validity, Composite Reliability (CR), and Average Variance Extracted (AVE) were calculated for all of the variables within the model. Showing the degree to which a concept is represented by its indicators, composite reliability of the variables were found to be higher than 0.6 [46] getting the values 0.852 for "Innovativeness", 0.705 for "Conformity", 0.836 for "Social status or image" and finally 0.717 for "Uniqueness". For assessing the convergent validity, Average Variance Extracted values for the variables were also checked and it was seen that they were approximate to or exceeded 0.5 which is an acceptable magnitude [47, 48] Measuring the extent to which variables differ, discriminant validity was assessed by comparing the square roots of AVE values and with the correlations between the variable and all other variables [49] . As the square roots of AVE values were found to be higher than the correlations between the variable and the other variables, it was confirmed that the discriminant validity was satisfied as seen in Table 4 .
Structural Equation Modeling Results
The proposed conceptual model consisting of 4 factors with 13 items as shown in Figure 1 was tested by using structural equation modeling.
The results of the test revealed reasonable fit between the data and proposed model. The chi-square was calculated to be 116.896 (p=0.000) with 58 degrees of freedom. The indexes calculated to judge the model fit were found to be within the recommended ranges for model acceptance (GFI=0.931, AGFI=0.891, CFI=0.946, NFI=0.900 and RMR=0.073). In Table 2 . Socio-demographic profile of the respondents. In order to determine the validity of the hypothesis, the estimates were generated for each path and R 2 value was calculated. As R 2 got the value 0.363, which is higher than 0.10, for the dependent variable "Innovativeness" was found to be appropriate and informative to examine the significance of the paths associated with the factors.
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The relationships with "p" values below 0.05 were found to be statistically significant. Since the "p" values for the hypothesis H1 and H2 were below 0.05, these two hypotheses were accepted, whereas the hypothesis H3 was rejected. The relationships between the variables "Social or status image", "Uniqueness" and "Innovativeness" were found to be statistically significant with standardized regression weights of 0.46 and 0.20 respectively. Thus, the willingness of consumers for innovativeness is influenced by the motivations of the consumers regarding the individuality as both the variables "Social or status image" and "Uniqueness" were related with the expression of individuality.
Within these two variables related with individuality "Social status or image" was observed to have a stronger relationship the perception of consumer and characteristics of fast fashion consumers since, the number of the studies about fast fashion in consumers' perspective is quite limited and little is reported in the literature concerning the consumer segmentation regarding the acceptance of fast fashion.
The results of the model proposed showed that most influential motivation lying beneath the willingness of the consumers for innovativeness via fast fashion products is creating "Social or status image". This finding was actually expected since the selection of fashion clothing is known to be largely influenced by the symbolic values rather than utilitarian values [23] . In fact, within the research established by Watson and Yan [5] unique style characteristics of fast fashion were reported to have congruence with the self image. Moreover, the authors [5], stated that fast fashion consumers make purchasing as they enjoy buying trendy clothing for little money and Bagwell and Bernheim [51] found out that the consumers having willingness to seem wealthy, buy a large quantity of goods at a lower price.
The secondary influential motivation was found to be "Uniqueness". This result complies with the findings of the conceptual study established by Joy et al. [2] . Joy et al [2] put forward that the fast fashion consumers that do not want to seem similar to other people, prefer the scarce or limited edition products since they wanted to look unique. Specifically, Jordaan and Simpson [20] , who investigated the relationship between fashion opinion leadership, product involvement, need for uniqueness and consumers' fashion innovativeness, stated that 25.8% of fashion innovativeness can be explained by the variation in need for fashion uniqueness.
The findings mentioned above comply with the findings of Goldsmith and Clark [33] who investigated the behaviors of opinion leaders and opinion seekers. The authors found out that the opinion leaders, who can also be described as innovators and important consumers in the diffusion of new products were influenced with the status consumption and need for uniqueness.
with the variable "Innovativeness" which meant that the more the individuals are eager to express their individuality via their possessions, wealth and acquisitions, the faster they are adapting to the changes within styles, silhouettes, trends and fashion. Similarly, the higher the individuals oppose to the similarity with others, the more the willingness they feel about preferring and trying the innovative products.
Since the relationship between the variables "Conformity" and "Innovativeness" was found to be statistically insignificant, it may be revealed that group influence cannot be considered as one of the main determinants of acceptance of new products and changes in fashion.
Discussion
The findings and the regression weights of the motivational variables were generalized for the fast fashion users that live in Turkey. Thus, there is a possibility that the significance of the factors in terms of strength may change for the users that live in different countries.
Fast fashion consumers in Turkey were observed to be young and low-income people. This result is in parallel with the statement Generation Y would prefer a higher number of lowquality, cheap and fashionable clothes [50] , which are actually fast fashion products. Specifically, it can be stated that fast fashion products are preferred by fashion conscious but low income people that are not able to afford high quality fashionable products. Thus, fashionability and inexpensive price levels are the points of attractiveness for fast fashion consumers in Turkey. However, it is not possible to generalize this perception about fast fashion consumption in all segments of consumers and all over the world. In fact, according to Bhardwaj and Fairhurst [1] who stated that that throwaway fashion and fast fashion terms could be used interchangeably, the perception of the term varies among different generations. Moreover, it is not possible to make comparisons and further generalization about On the other hand, the results of the study differed from the findings of Goldsmith and Clark [33] in terms of the variable "Conformity". The authors found that there is significant relationship between attention to social comparison information where the attention to social comparison information covers the items related with the conformity and the behaviors of both opinion leaders and opinion seekers with a lower regression weight for opinion leaders. Moreover, Kim [9] found out that the importance given to apparel is related with the values regarding the sense of belonging and security to better establish relationship with others. This difference in findings in terms of the variable "Conformity" may be attributed to the fact that the respondents of the survey were selected from fast fashion consumers instead of traditional apparel consumers who may express higher sensitivity in terms of having counter-conformity motivation. Although, fashion is defined as "a form of collective behavior, or a wave of social conformity" [30] and fashion consumers follow the fashion trends in order to conform with the other people, the individuals that prefer fast fashion products may be assumed to have willingness for innovativeness. In fact, it was stated that the innovators are likely to dispose the clothing because of conformity reasons [16] .
Conclusions
This study validated the model which was built to find out the relationship between the willingness for innovativeness via fast fashion products and the motivations of the consumers which were defined as, "Uniqueness" and "Social or status image" as expressions of individuality, and "Conformity".
The findings are eligible to be used by the managers in fast fashion industry in order to motivate the consumers to make the consumers purchase more fast fashion products. Based on the results, it may be suggested to the fast fashion retailers to focus more on the characteristics of the fast fashion products to present more individuality either by providing the "Social image or status" or "Uniqueness".
The model that was validated can be used by the other researchers in order to find the motivations lying beneath the adoption of the fast fashion products in different parts of the world.
Nonetheless, it is possible to extend the model to include the satisfaction level or analyzing the differences in the influential motivations for the consumers that fall into different groups in terms of innovativeness. Besides, the model can be expanded with extra analysis for seeing the influence of the factors such as age, gender and income with an additional purpose of identifying the characteristics of the fast fashion consumers and the influence of these characteristics on the motivations.
